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MILESTONE: DISCOVERY INTERNATIONAL CELEBRATES ITS 10TH ANNIVERSARY 






—— January 17, 1999 
Discovery Channel Asia 
5 Year Anniversary 





—— February 7, |99@ y 
Discovery Channel Latin America | yn 
5 Year Anniversary. e 4 : 
a 
— Apri 2051999 
Discovery Channel Europe 
10 Year Anniversary 
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EYES ON THE WORLD: 
above, and “Intrigue in Istanbul” have helped Discovery Intl. 
maintain cross-cultural prominence while the network expands. 
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Nonfiction 4 aA ‘ams reel in auds as global net gets local 
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Growing cabler makes sure that 
television is a real world after all 





By MARK LONDON 
WILLIAMS 


HM OLLYWOOD Before Discov- 
i} ery could go international, it 
| had to be invented. Back in 
H &the early ’80s, founder and 
CEO John 8S. Hendricks was 
working at his alma mater, the 
University of Alabama, as the 
school’s director of government 
services. Every time he wanted 
to see a documentary, he had to 
find a projector and thread up 
one of the school’s 16mm prints. 

He figured there had to be a 
better way. “I saw it as kind of 
an opportunity when cable was 
developing: Why couldn’t there 
be more on TV that satisfies the 
‘curious’ side of our nature?” 

Growing curious about that 
very proposition, Hendricks in- 
corporated under the somewhat 
pedantic name of Cable Educa- 
tional Network in 1982, but 
launched as Discovery three 
years later, with an agenda that 
was anything but dry: Anything 
nonfiction was fair game for air 
time, and the gamut has run 
from meerkats to UFOs. 

“T felt over time,” Hendricks 
says, “it was such a powerful 
idea.” 


Building strength 


Powerful enough that by 
1989, Discovery Channel Eu- 
rope was launched, and, by 1991, 
the web began producing its 
own programming. 

Indeed, the Euro launch was 
the proving ground for what 
Donald Wear, prexy of Discov- 
ery Networks International, 
refers to as the “care we take in 
customizing the service outside 
the U.S.” 

“We customize the programs 
themselves,” he explains. “We'll 
re-cut the program to make it 
more topical for the region,” cit- 
ing an array of tailor-made 
feeds, interstitials and ads to 
complement the original con- 
tent. 

Hendricks mentions the PBS 
series “Nova” as a model, noting 


that what Americans are really 
watching is British series “Hori- 
zon,” dubbed with Yank narra- 
tion — so it appears homegrown. 

“We want the Australian 
viewer,” Hendricks says by way 
of example, “to feel like he’s 
Ww ne an Australian produc- 


‘We want the Australian 
viewer to feel like he’s 
watching an Australian 
production.’ 
Discovery founder/CEO John S. Hendricks | 





tion,” noting this is easiest with 
the “off-camera, narrated na- 
ture” docus that simply require 
a new voiceover. “Things get 
more complicated when you 
have on-camera personalities.” 

Additionally, not all subjects 
are necessarily translatable. As 
Hendricks notes, “you can’t 
have shows on cooking pork 
everywhere in the world.” 

But you can serve up Discov- 
ery’s trademark mix of history, 


FREEZE FRAME 





science and nature with relative 
ease in markets ranging from 
sub-Saharan Africa and the 
Middle East to Canada as well 
as a Latin America/Iberia ser- 
vice, based in Miami, serving 
viewers in both Spanish and 
Portuguese-lingo markets. 

The nonfiction net has also of- 
fered up familiar offshoots such 
as Animal Planet and Discovery 
Kids, and export-only versions 
such as Discovery Home & 
Leisure and People+Arts. The 
latter is in conjunction with the 
BBC, one of the web’s many co- 
production ventures, which in- 
clude Discovery Eur ope’s “First 
Time Film Makers Initiative,” a 
break-in docu program that 
moves to a different host coun- 
try each year. Since its 1995 in- 
ception in the U.K., it’s been in 
South Africa, Germany and now 
the Netherlands. 


Constantly expanding 


Farther afield, Asia was “Dis- 
covered” in 1994. The service 
was expanded when, Wear notes, 
“Animal Planet’ was launched in 
Sri Lanka in 45 days. We’ve 
reached a level of maturity; new 
markets don’t take as long.” 

Wear says the model Discov- 
ery uses for rollouts is “central- 
ized decentralization,” working 
on “global economies of scale,” 
but with “autonomy in regional 
markets, a ‘light touch’ from 
(headquarters in) Bethesda.” 

Turn to page D4 
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LEARNING CURVE: as “The Future of the 


Car,” above, “Ciberkids” play well o’seas for the cabler. 


Science programs such 

















3y STUART LEVINE 


OLLYWOO0D Lions and tigers 
and bears ... and alligators 
devouring unsuspecting 
fish and scorpions slithering 
in the Sahara ... 

The animal kingdom remains 
one of the world’s most popular 
programming forms, transcend- 
ing borders, cultures, and lucki- 
ly for Discovery, satellite feeds. 

While American and British 
sitcoms can be a hot or miss sit- 
uation for programming execu- 
tives across borders (i.e. “Sein- 
feld” getting buried across the 
Atlantic), reality-programming 
has help course. Nature and ani- 
mal shows are just part of the 
immensely popular nonfiction, 
documentary programming 
that has made Discovery Net- 
works Intl. a major player ona 
worldwide scale. Other genres 
that are well-received include 
topical science and programs 
geared toward the environ- 
ment. 

The Discovery Networks um- 
brella, which includes channels 
such as Animal Planet and Dis- 








covery Home & Leisure, dubs 
its programming into 24 distinct 
languages, making it more ac- 
cessible and viewer-friendly for 
each territory where it is broad- 
cast. Discovery Networks pro- 
gramming now reaches 68 mil- 
lion households in 143 countries. 

“We put a lot of effort into the 









languages,” says Nick Comer- 
Calder, Discovery’s European 
VP of programming, of having 
each territory feel like it is 
unique and not part of a mass 
audience. “Our motto is think 
global but act local.” 

“We’re very sensitive to spe- 
cific requirements from differ- 
ent regions around the world, 


programming that is perhaps too 

specific to America have not been as 

highly rated as those with an 
international appeal.’ 


Nick Comer-Calder, Discovery's European VP of programming 


| Programmers wild at heart 


and it goes beyond just the lan- 
guages that we carry,” says 
Chris Haws, senior VP and ex- 
ecutive producer for Discovery 
Networks Intl. “We’re always 
concerned with cultural and re- 
gional sensitivities.” 
Comer-Calder agrees that sci- 
ence is a popular area with Eu- 











ropean auds and that shows 
geared toward subjects that 
might play well in the United 
States don’t necessarily travel 
well across the Pond. 

“A European angle isn’t cru- 
cial but programming that is 
perhaps too specific to America 
have not been as highly rated as 

Turn to page D6 








Thanks for allowing Scientific-Atlanta to be a part 
of bringing the history and mystery of our world 


to your viewers. 
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Ten Years of Discovery 
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10 Remarkable Years! 


Heres to many more as 


Maer 


we make dreams 


take flight 


together. 
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RECOVERY SESSION: Discovery broadcast the exploration of the infamous Titanic wreck sile around the worl 
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last August on “Titanic Live.” The live program featured scenes from 2.5 miles below the ocean’s surface. 





Reality discovers the world 


Continued from page D1 

Hendricks views the tem- 
plate in different terms: A docu- 
mentary made for over half a 
million dollars won’t necessarily 
pay for itself in domestic licens- 
ing fees alone. But with a global 
“self-syndicated network” 
opening itself up to more coun- 
tries, even smaller markets can 
kick into the kitty. Hence, 
“South Korea gets to enjoy a 
$600,000 documentary, even at 
a $1,000 an hour.” The more 
small screens Discovery can tap 
into, the more “we’re able to 
furnish this high value.” 


For example 


Recent examples of that high 
value include such made-for- 
Asia fare as “Dark Zone,” an ex- 
ploration of the spirit world and 
two eco-themed series, “Tiger, 
Tiger,” about the endangered 
big cats, and “Burning Earth,” 
about the human impact —from 
clearcuts to fires — on Indone- 
sia’s rain forests. 





ber 1994 (Portugal) 


Subscribers: 11 million 


SNAPSHOT: DISCOVERY LATIN AMERICA 


Launched: February 1994, September 1994 (Spain), Octo- 


Languages: 100% Spanish dubbed for Central and South 
America, the Caribbean and Spain; over 50% 
Portuguese dubbed for Portugal; 100% Por- 
tuguese dubbed for Brazil on separate feed. 


Satellite: Central America, South Ameri- 
ca, Caribbean — PanAmSat III; Mexico — 
Morelos II; Spain and Portugal — HispaSat I 

What they’re saying: “Programs and 
channels tend to get launched in Latin Amer- 
ica before launching in the rest of the world 
because the region provides a solid testing 


While Discovery reportage 
strives to be ostensibly non-po- 
litical, what happens in coun- 
tries where honest reporting of 
environmental conditions is ade 
facto political act? 

Wear says a minister in In- 
donesia — by definition partial 
to the timber interests spon- 
sored by his government — 
liked the “totality” of the cover- 
age. “By virtue of the format,” 
he says, “we can put (issues) In 
context.” 

But that format doesn’t auto- 
matically mean epic-length 
docus, such as the web’s critical- 
ly received “War and Civiliza- 
tion” or the upcoming “Cleopa- 
tra’s Palace.” 

“The tension,” Hendricks 
says, “is between that (long) 
form and what we call the news- 
magazine form, where you tell 
story nuggets,” something he 
feels science and technology 
lend themselves to especially 
well. After all, he points out, 
“vou’ve succeeded as a network 















McCALL 


area for audiences. Because of this we’ve been able to try or de- 
velop new things that the rest of the company can build on.” 
a — Dawn McCall, senior VP and G.M., 
Discovery Networks Latin America/Iberia 








when you get them for six min- 
utes.” At that point, Nielsen 
counts them as viewers. 

Discovery's nuggets are com- 
ing in increasingly diverse forms, 
both on and off screen. “We're 
perceived as being a high-quality 
_ brand,” says 

7 Greg Moyer, 
| chief creative 
i officer for Dis- 
f covery Com- 
munications. 
i Citing the 
/ move into re- 
i tail outlets, 

the amped-up 
<aGiEiataearen presence cuon 
the web and the increasing pro- 
liferation of videos and discs, he 
says “television supports the 
other (formats),” while they, in 
turn, reinforce the TV side. 

The broadcast activities, 
meanwhile, include digital ser- 
vices for satellite providers, in- 
cluding “multiplexing” the net’s 
various formats side by side, 
providing a visual buffet for 
tech-ready viewers, as well as 
simply offering more hours of 
programming for newer mar- 
kets such as the Mideast. 

For Hendricks, though, it be- 
speaks a larger mission: “Do 
you view yourself by content, or 
delivery?” he asks rhetorically. 
In other words, what if the rail- 
roads, instead of thinking of 
themselves as train companies, 
said, “We’re a transportation 
company”? 

Then we might be flying 
Santa Fe airlines. Hendricks 
has no intention of getting 
boxed in by a particular technol- 
ogy, even the fiber optic cable 
that spawned his enterprise: “If 
your goal in life is to satisfy peo- 
ple’s curiosity, it’s a forever 
business.” 
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Launched: April 19%9 





subscribers 


to a full-fledged network.” 


SNAPSHOT: DISCOVERY EUROPE 


Languages: Subtitled programming for the Danish, Dutch, 
linnish, Greek, Hungarian, Norwegian, Romanian, Slovenian 
and Swedish markets. Programming dubbed 
in Polish, Russian, Slovakian and Italian. 

Subscribers: Available to over 17 million 


Affiliates: 110 cables systems in the U.K. § 
585 MSO/systerns in continental Europe. 

What they’re saying: “The U.K. is stillthe } 
major driver for revenues, although Scandi- | 
navia has been very important as well. But 
after starting the digital channel in the U.K., 
it took us from being a documentary channel 


—- Joyce Taylor, managing director, 
Discovery Communications Europe 
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Miami b’cast center 
beaming with growth 





By ANDREW PAXMAN 





IAM! When “Discovery 
News” bowedin the U.S. in 


1997, relaying the 
Pathfinder mission to 


Mars, Rick Rodriguez couldn’t 
help but fee] tantalized. 

As programming VP of Dis- 
covery Networks Latin Ameri- 
ca/Iberia, Rodriguez had a 
problem: “News” was weekly, 
yet the transfer of domestic 
shows to Discovery’s Spanish- 
and Portuguese-lingo networks 
— allowing for shipping, trans- 
lation and dubbing — was tak- 
ing up to three months. 

Today, thanks to Discovery’s 
Miami TV Center, Rodriguez 
and his crew can turn the Fri- 
day newsmag around and have 
it beaming to Latin America by 
9 p.m. Monday. 

“In the future we hope to put 
our own anchor on the show. We 
could do so from this building,” 
Rodriguez says. 

That building is a $20 million, 
50,000-square foot production 
facility, the most sophisticated 
of its kind in South Florida’s 
bustling, Latino-led cable TV 
arena. Having come on line in 
early 1998, it’s home to around 
260 full-time staffers under 
Latin America/Iberia G.M. 





Launched: January 1994 


Dawn McCall and HQ to a $30 


million-a-year Latino cable 
business. 
That makes Discovery, 


which celebrates its fifth an- 
niversary in Latin America 
next month, one of the biggest 
players in Latino pay-TV pro- 
gramming, along with Turner 
Broadcasting, the Cisneros TV 
Group and Warner/Sony/Dis- 
ney-backed HBO Ole. 


Big numbers 


Altogether, the TV Center 
generates four networks: the 
Discovery Channel, Discovery 
Kids, Animal Planet and Peo- 
ple+Arts. But counting distinct 
Brazilian and [berian variations 
(plus Discovery en Espanol, a 
digital channel for U.S. Hispan- 
ics), there are actually 11 feeds 
originated here. 

And the place is not just 
about quantity. Discovery’s 
global rep for quality education 
and entertainment has translat- 
ed into high penetration and 
ratings: flagship net the Discov- 
ery Channel, one of the region’s 
best-distributed signals with 
11.5 million subscribers, ranks 
among Mexico City’s Top Five 
cable channels. 

In Buenos Aires, a more de- 
veloped market with over 120 

Turn to page D& 


SNAPSHOT: DISCOVERY ASIA 


Languages: Subtitled programming in China, Hong Kong, ) 
Malaysia, Taiwan, Japan. Dubbed in Korean, Thai, Mandarin, 
Bahasa Malay, Putongua and Hindi. 


Subscribers: Available to 22 million sub- Ff 


seribers 


Satellite: South East Asia - PanAmSat II 

What they’re saying: “Assuming that eco- 
nomic growth will resume, I suspect that in 10 
years, Asia could well represent a third of the 
worldwide subscribership of Discovery. 
Right now, there is no single market in Asia 
that is capable of supporting operating costs 
of a quality channel, so they turn to us. 





MCINTYRE 


”? 


—Kevin-john McIntyre, 


senior VP and G.M., Discovery Networks Asia 








On an occasion such as this, we make no apologies for casting off our traditional 
British reserve and issuing this passionate salutation to our friends at 


Discovery Networks, International. 


Well done. 


EYEWe AMERICA 


The best of British television. 
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Animals eat up programming picture — 


Continued from page D2 

those with an international ap- 
peal,” explains Comer-Calder, 
who says some of the most pop- 
ular recent shows in his territo- 
ry include “Titanic: Secrets Ke- 
vealed,” “Raging Planet” and 
“How Do They Do That?” 
“We're mindful of the Huropean 
audience. We look to tailor the 
shows that way.” 

Comer-Calder adds that the 
Discovery brand is popular in 
several European countries. 

“In Denmark we score very 
highly and rank well. We’re also 
very high with younger viewers 
who have an international per- 
spective,” says Comer-Calder 
from London. “In the Nether- 
lands, we have very high pene- 
tration rates. We’re pretty 
much on every cable system in 
Holland.” 

The viewers that make up the 
Latin American audience also 
are extremely proud of their cul- 
ture and heritage, says Rick Ro- 
driguez, VP of programming for 
Latin America, and Discovery 
Intl. makes sure programs re- 
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lect that patriotism, without 
being editorially biased. 

“One of our most successful 
programs, ‘Keiko’s Journey 
Home, was about the whale 
from ‘Iree Willy’ who (was) 
moved from Mexico City to Ore- 
eon,” Rodriguez says. “The doc- 
umentary was produced by an 
American production company 
and the protagonists were the 
scientists and the I*ree Willy 
Society. When we got the show, 
we focused on the story of the 
Mexican trainer and where the 
whale had been all those years.” 

And Manny Ayala, Discov- 
ery’s VP of programming: in 
Asia, says auds see the net’s 
shows as not only informative 
but entertaining. 

“The traditional view of docu- 
mentaries as boring television 
seems to be on its way out. Infor- 
mation that is entertaining has 
emerged as a winning’ combina- 
tion in other parts of the world 
before and has achieved the same 
degree of success out here.” 

Discovery Intl. uses a varied 
list of both high-profile filmmak- 
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THE BIG DOG: Discovery execs say audiences worldwide enjoy 
informative entertainment series such as “Breed All About It.” 











VARIETY 


ers and new talent who work 
with the cable net to produce 
docs and nonfiction program- 
ming. Haws says many filmimiads- 
ers approach Discovery to work 
together on particular projects. 

“If youwre a factual program 
miuker, ib would be impossible to 
neglect Discovery,” Haws says. 
“We're also finely attuned to 
emerging talent. Around the 
world, we have specifically de- 
signed programs to encourage 
first-time filmmakers.” 

And while Discovery isn’t shy 
about approaching emerging 
talent, it also will continue to 
work with a filmmaker who 
whom it has found success with 
in the past. 

“We'll sit down, look at the 
schedules and look three years 
down the road and see what 
particular type of programming 
we need and go to specific film- 
makers,” Haws explains. “That 
has two beneficial effects. One, 
you get what you want; second- 
ly, in developing ideas with the 
filmmaker, you’re building a re- 
lationship.” 

While Discovery produces 
several shows itself, it also buys 
programming: from such dis- 
tributors as Germany’s ZDI* 
enterprises, I°ox Lorber Asso- 
ciates and Tapestry Intl. 

Horst Mueller, senior VP of 
North American operations at 
ZDI, says the Discovery- 
branded programming is aired 
every afternoon at 2 p.m. 

“It has improved our daytime 
performance with younger 
adults and has a 10 share, which 
is very good for us,” says 
Mueller. 

“We've had a good relationship 
with them, going back to when 
they launched,” says Sheri 
Levine, executive VP/managing’ 
editor of worldwide sales at I*ox 
Lorber. “As they’ve expanded, 
we’ve extended the amount of 
projects we’ve done with them.” 
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QUEEN AND KINGDOM: Following the international success of 
“Mlanic Live,” Discovery will broadcast “Cleopatra’s Palace: In 
Search of a Legend,” above, arownd the world. 


Cleopatra conquers the 
globe in tandem b’cast 


By STUART LEVINE 


| OLLYWOOD Looking back at ancient Egypt by submerging 
its cameras beneath the blazing desert digs, Discovery 
Channel will broadcast “Cleopatra’s Palace: In Search of a 
Legend” on March 14 in a primetime telecast that will 
reach all four corners of the globe. 

french underwater explorer Franck Goddio’s three-year 
expedition in Alexandria’s Eastern Harbor uncovered a ship- 
wreck dating back to between 90 B.C. and 130 A.D.; the lost is- 
land of Antirhodos; a statue of the priest Isis; and two sphinxes, 
one representing Cleopatra’s father, King Ptolemy XII. 

“It’s a two-part presentation,” says Chris Haws, senior VP 
and executive producer for Discovery Networks Intl. “The first 
is ascience and technical program on how Goddio found Cleopa- 
tra’s artifacts at the bottom of the bay and the second one-hour 
special is a biography of Cleopatra. She was a dynamic and fiery 
individual. Some say she was an Egyptian Margaret Thatcher.” 

Many of the artifacts were found beneath layers of sediment 
that had shifted due to 1,600 years of natural erosion, including 
floods, earthquakes and enveloping soil. The expedition was 
funded by both Discovery and the Hilti Foundation. 

Haws says this project is a prime example of how Discovery’s 
other media services can work in tandem to bring more informa- 
tion on a particular program to the consumer. The online Web 
site, publishing, retail and catalog departments all will play a 
hand in how “Cleopatra’s Palace” is presented to the public. 

“What’s significant about this is that it’s a companywide pro- 
ject,” says Haws, adding that Discovery has more seafaring 
projects on the horizon. “Once our domestic team got working 
on this, it really got everything rolling.” 

This is not the first time Discovery has gotten its feet wet, so to 
speak, and it will continue to do so with Goddio leading the charge. 
In 1997, the net produced a documentary that detailed why the Ti- 
tanic sank in the icy water's of the North Atlantic in April 1912. 
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(And we're not just saying that 
: because we have to.) 
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a a Congratulations! 
_ Center stage in Thank you 
84 countries. for letting us 

be a part of your 


success! 


The Home of 
people+arts 








Legit coverage and reviews. a 
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In-depth showbiz analysis and 
global perspective — only in Weekly Variety. 


To advertise, call 323.857.6600 
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Discovery International: 


To educate and entertain is what Discovery does best, 
You've explored the world for a decade, expanding horizons from East to West. 
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Branding beyond the broadcasts 








By MARK LONDON 
WILLIAMS 


OLLYWOOD At first blush, 

Discovery's branding strat- 

egy might seem to be driven 

by sheer serendipity: When 
it was looking for a record label 
to partner with, execs chose 
Rhino. 

Karlier, when moving’ into 
retail, they found a small chain 
of science- and nature-themed 
stores already called Discovery 
and bought those. But rather 
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than waiting for such cosmic 
signs before proceeding, there 
is much method, and little mad- 
ness, to the docu web’s strategy 
for branding itself outside the 
cathode box. 

The network’s “long-term 
goal,” explains Ray Cooper, VP 
for business development for 
Discovery [enterprises World- 
wide — the web’s non-TV off- 
shoot — “is to own the nonfic- 
tion category.” 

Apparently that category 
touches just about everything. 
“We're trying to be a global 
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DINOSTORE: The Discovery Channel Store: Destination DC, featwring 


a 42-foot-long T-rex cast, claims to be part store and part museum. 





brand, accessible around the 
world,” says Greg Moyer, who’s 
both chief creative officer for 
Discovery Communications and 
prexy of Discovery Themed [n- 
tertainment, a web offshoot, fo- 
cused on amusement and edifica- 
tion in such “site-based” formats 
as large-screen movies, simula- 
tor rides and museum exhibits. 

Projects include king-size 
film “Africa’s Elephant King- 
dom,” an Imax hit in places like 
Tokyo and Bangkok, according 
to Moyer, soon to be followed by 
both an outsized “Wildfire: Feel 
the Heat” movie and a presum- 
ably more incendiary “Wildfire” 
motion ride in conjunction with 
Iwerks Entertainment. 


Against the elements 


But if the reality web’s 
“theme” division is about what 
Moyer terms “out-of-home ex- 
periences,” then its ultimate 
out-of-home event is the “Dis- 
covery Channel Eco-Chal- 
lenge.” Moyer describes it as 
“teams of four competitors, 
men and women, (who) com- 
plete an endurance course in 
some of the most pristine 
wilderness on the planet.” 

The weeklong, sleep-de- 
prived event comprises disci- 
plines ranging from camel] riding 
to kayaking, trekking and moun- 
taineering, and tends to favor 
older competitors — in their late 
30s and early 40s — who have 
“the ability to collaborate.” 

But despite Eco-Challenge’s 
recent nominations for sports 
Emmys, the event is less about 
competition and more about the 
“chance to observe the interac- 
tion of team members.” Hence, 
it’s not broadcast live, but 
rather, as a more Discovery- 
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THE HUMP: Discovery’s Emmy-nominated 








“Eco-Challenge” 


series features competitors going “wild” in various parts of the world. 





like, adventure-filled mini- 
series, with the next, detailing 
the challenges of the Moroccan 
landscape, set to air in April. 
Moyer says the web hopes to 
see “Eco-Challenge” grow into 


“We're trying to bea 
global brand, accessible 
around the world.’ 


Greg Moyer 
prexy, Discovery Themed Entertainment 









an international, franchised 
event. One way to do that is to 
keep the search for pristine 
wilderness, itself challenging in 
these ecologically pressed 
times, a global one: The next 
competition is set for Argenti- 
na’s Patagonia region. 

Immersion in another kind of 
wilderness, electronic, also has 
paid off for Discovery, which has 
a significant presence on the In- 
ternet. 

“Our content fits the Web so 
well,’ observes John Buffalo, 
senior manager for corporate 
communications, citing success- 


ful tie-ins with the “Titanic 
Live” broadcast, and _ the 
brand’s wide appeal, spanning 
seasoned globetrotters to 
young students. 

In the latter category, the 
network’s online school site fea- 
tures downloadable video clips 
and lesson plans, which have 
helped make Discovery’s vid 
line the “second-most watched” 
in classrooms, according to a 
study cited by Cooper. 

The tapes, of course, can be 
found on store shelves, including 
the web’s own chain of shops, 
which grew with the 1996 pur- 
chase of the Nature Company. 

The videos soon will be 
joined by a line of books pub- 
lished in conjunction with Ran- 
dom House, and in true Discov- 
ery fashion, much of it will be 
available en route to exotic des- 
tinations — in branded airport 
stores. 

Moyer notes two successful 
franchises in London’s Gatwick 
and Heathrow airports, each 
doing their bit to remind travel- 
ers that Discovery is there to 
emphasize, in his words “the 
‘wow’ of reality.” 

And what could make a 
brand stronger than that? 





Miami b’cast center 
beaming with growth 


Continued from page D4 

nets available, Discovery places 
in the Top 20. Moreover, on a 
pan-regional level, Discovery 
traditionally has ranked No. 1 in 
viewer satisfaction in Audits & 
Surveys’ annual review of Latin 
cable trends. 

“We have been able to suc- 
ceed and thrive in what has be- 
come a very competitive field 
due largely to the fact that we 
take an aggressive approach to 
regional customization,” Mc- 
Call says. 

Indeed, the TV Center does a 
lot more than dub library fare 
into Spanish and Portuguese. 
The secret of Discovery’s success 
is “reversioning,” the customiz- 
ing of Discovery's domestic fare 
— plus imports from the BBC, 
its partner in Animal Planet and 
P+A — into versions tailored to 
the taste of Latino viewers. 


That means redrawing 
graphics in Spanish and Por- 
tuguese, adding updated info 
into the dub and even creating 
wraparounds with Latino pre- 
senters, who contextualize 
some shows for Latino viewers. 
In the case of product bought in- 
region, from broadcasters such 
as Argentina’s Artear, shows 
typically are edited to a faster 
pace and redubbed in an accept- 
ably “neutral” Spanish. 

More than most Latino ca- 
blers, Discovery is a keen buyer 
and commissioner of original 
shows. For example, recent ad- 
ditions to the P+A slate include 
“Gente de Moda,” a fashion half- 
hour from Venezuela’s Canal 
Uno, and literary mag “E] Show 
de los Libros,” hosted by Chile’s 
Antonio Skarmeta (author of “I] 
Postino”’) and produced by that 
country’s Nueva Imagen. 
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MIPTV is once again creating a buzz. With more opportunities, 
more action, and more professionals than ever before: 


MIPTV: It’s where the TV Industry meets to do serious business 
ona global scale. And shape the future of Television. | 


A smart strategic investment in\a vital, changing world. 


Whatever way you’re attending, re-inforce your participation 
with advertising in the MIP Guide, MIP Preview & Daily News. 
Read avidly and taken seriously. 


It’s also great value for money. So stay one step ahead. a 
Be there. And do deals! panes Boss Cot 
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